Despite a global financial crisis, the concept Employer Branding became the point of departure for an interactive collaboration between an engineering company and a research team. When reviewing academic literature the conclusion was that very few articles combine the concepts of employer brand and gender equality. This article contributes theoretically to promote and examine arguments for the potential of adopting a gender perspective when developing an employer brand and when compiling the employer value propositioning. The article intends to inspire organizations to use a gender perspective when developing the employer value proposition in order to promote propositions reflecting the organization. It will also open avenues for further research by synthesizing the two fields.
Introduction and Background
Due to demographic changes, it has become more challenging for companies and organizations to recruit motivated and skilled employees. This applies for many companies and organizations around the globe trying to retain and attract talent for sustainable development.
In the spring of 2008, a project proposal to promote gender equality was developed in dialogue between a project team of researchers and some small and middle-size companies in the field of engineering based in the middle of Sweden. When the project proposal was granted funding (Note 1) later the same year, we reconnected with all the companies that had previously expressed an interest in collaborating. However, due to the global financial crisis during the fall of 2008, the companies' motivation to participate had reduced significantly. The breakthrough, a collaborating enterprise, came at a meeting where companies and organizations came together to jointly raise awareness of the concept of employer brand. A human resource manager from an engineering company, operating on a global market, wanted to launch a process aiming to make the company more attractive as an employer. This became the point of departure for the project: "A gender perspective for attractive work." The method for the collaboration was based on action research, and as researchers we followed an inductive approach focusing on mutual planning and action. Our collaboration lasted for about one year and was considered successful both by the enterprise and the project. The enterprise gained considerable knowledge about gender and collected many suggestions from the employees regarding measures on how to become a more attractive employer, an "employer of choice" (e.g. Sutherland, Torricelli, & Karg 2002; Berthon, Michael, & Hah, 2005) .
The fact that the notion of employer brand helped us to find a collaborating enterprise, and that the topic of gender equality caused both resistance and appreciation during our collaboration, peaked my interest in delving deeper into the academic literature regarding employer brand, and in particular, articles using gender perspective as a tool for analyzing the present situation in an organization (West & Fenstermaker, 1995; Acker, 1999; Abrahamsson, 2000; Wahl, 2010) . employer branding encompass almost everything a department for human recourses is expected to handle, a conclusion Edwards (2010) makes in "An integrative review of employer branding and OB (Note 2) theory." However, although a diversity of scholars in the fields of business, marketing, and psychology, for example, have contributed to different interpretations and perspectives, it was difficult to find articles with the combination of gender equality and employer brand. Both Google Scholar and Scopus were used as tools to find scientific articles merging and connecting the two notions. The search on employer brand and gender equality resulted in a very low number of articles. A number of related concepts were tried thereafter: "Employer Branding," "Employer Attractiveness," "Attractive Work," "Talent Management," or "A good place to work," in combination with the words gender, equality, or gender equality. Still, the list of results came out short. Some articles were found, however, pointing out that career, flexible hours, work-life balance, and relations (culture) are appreciated attributes for the employer value propositions (EVP) (see for example Shapiro, Ingols, O'Neill, & Blake-Beard, 2009; Bellou, 2010; Stahl et al., 2012; Normann, Bayat, & Indermun, 2013) . Other articles discussed diversity and employer branding (i.e., Edwards & Kenal, 2011; Guerrier & Wilson, 2011; Cooke & Saini, 2012) . The conclusion was that very few articles explicitly combine the concepts of employer brand and gender equality, a combination we had accomplished during the collaboration and found beneficial for the company since it led both the employer and employees to become more conscious of the importance of gender equality issues, a factor they believed to be an important prerequisite for sustainable growth (for more information see Lundkvist, 2011 ).
This article contributes by promoting and examining arguments for adopting a gender perspective when developing an employer brand and compiling the EVP. The epistemological approach holds that increased awareness concerning how organizations are gendered and how gender is reproduced in organizations (e.g., Acker, 1990 , Britton, 2000 Amundsdotter 2009; Wahl, 2010) will aid companies in overcoming counterproductive preconceptions when pursuing the best talent for the organization. Hence, the purpose of this article is to discuss the benefits of applying a gender perspective in a process of change to create a stronger employer brand. Hopefully, this will inspire other researchers to study the theoretical and practical outcomes of synthesizing the two concepts, gender equality and employer brand, and perhaps produce verifiable evidence of a presumed causality as well as methods that are beneficial for enterprises and organizations entering the process of enhancing their competitiveness in "The War for Talent" (Michaels et al., 2001 ).
Method and Results from Searching Articles
Since the primary objective of the collaborating project was to increase awareness of gender equality based on the presumption that a more gender equal workplace will be perceived as more attractive regardless of sex, the search for articles was limited to the use of the terms gender equality and employer branding.
First, Google Scholar was used to get a general idea of the number of articles. The result of a search using only "Employer Branding" was about 4050 hits. The next step was to search using the combination "Employer Branding" AND "Gender Equality": the result was 55 hits. Among these, 31 files were available to download and 16 were scientific articles, four of which were related to the evidence from our own project. The same measure was also performed in Scopus in January 2015; ((Employer Brand) OR (Employer Branding)) AND ((Gender Equal) OR (Gender Equality)) AND (LIMIT-TO (DOCTYPE, "ar") OR (LIMIT-TO (DOCTYPE, "re" ) OR LIMIT-TO (DOCTYPE, "cp")) AND (LIMIT-TO (LANGUAGE, "English" )), (Scopus). The result was 44 hits, and with the limitation of articles within Human Resources, the result was 28 documents. When searching for the words gender, equality, brand/ing, and employer in the articles, the search function provided in the reading program was used in order to get an indication of the contexts in which the words were used.
Result
None of the downloaded and reviewed documents explicitly examined the possibility of weaving the issue of gender equality into the process of employer branding. The articles had a variety of purposes and perspectives, and the terms employer branding and gender equality appeared most often without any correlations in the same paper. However some of the articles found covered the combination of diversity and employer brand or "talent," and many stressed the value of work-life balance and equal career advancement (cf. Shapiro, Ingols, O'Neill, & Blake-Beard, 2009; Bellou, 2010; Stahl et al., 2012; Normann et al., 2013) , while others discussed fairness, diversity, and employer branding (i.e., Edwards & Kenal, 2011; Guerrier & Wilson, 2011; Cooke & Saini, 2012; Matuska & Sałek-imińska, 2014) . Some of the downloaded articles highlight the concept of corporate social responsibility (CSR) and the fact that it can have an important influence on perceived attractiveness. Nyborg and Zhang (2011) conclude that companies associated with CSR have a cost advantage due to lower wage payments as compared with other firms. Here, action for gender equality can be seen as a part of a company's CSR policy Kenning, 2013) , the participation of the employees in the EB development process must also be seen as a crucial measure (Berthon et al., 2005; Edwards & Kenal, 2011) . Edwards and Kelan (2011) assert that because "…employees can be considered important stakeholders of employer branding, their participation in the employer branding process is therefore a very important part of the process" (p. 178). A successful EVP has to be true and attractive to the target groups and stand out in comparison to competitors. In order to succeed, the organization must do its identity homework before it can present itself in a way that appeals to current and future employees, authentically, consistently, and effectively (Berthon et al., 2005; Parment & Dyhre, 2009) .
A powerful EVP includes tangible and intangible elements (Martin et al., 2005; Edwards, 2010; Stahl et al., 2012) , comparable with Lievens' (2007) division of attributes into instrumental (objective, physical, and tangible) and symbolic (subjective, abstract, and intangible) traits. Significant parts of what the target group perceives as attractive will be ignored if employers only focus on job and organizational attributes when forming the EVP (ibid.). Examples of attractive characteristics given by, for example, Stahl et al. (2012) are: "an inspiring mission, an appealing culture in which talent flourishes, exciting challenges, a high degree of freedom and autonomy, career advancement and growth opportunities, and a great boss or mentor" (p. 17). Comparable findingsappreciated colleagues, career growth, and a challenging work environment -are found in different studies (cf. Sutherland et al., 2002; Åteg & Hedlund, 2011; Kahn et al., 2015) . When a truthful, unique, and attractive EVP is formulated, the EVP must then be communicated to selected target groups in accordance with general market strategic theories (Moroko & Uncle, 2009 ).
This short, step-based, description can give the impression of an easy game, but one has to keep in mind that most long-term change programs are difficult to plan, sometimes hard to manage, and it is impossible to guarantee the achievement of desired effects (Brulin & Svensson, 2012) . Corporate branding requires a holistic approach (Harris & de Chernatony, 2001; Melin, 1999) , and the same should logically be required of employer branding since it is a partial set of the corporate brand. Building a brand must be seen as an ongoing process with follow-ups, adjustments, and a refueling of the process, and it is important to have a systematic program and to work with a cross-functional team when managing the organizational reputation (Martin et al., 2005) . Brulin and Svensson (2012) state that essential components for an effective organizational process are active ownership (with the ability to create required long-term conditions), professional steering (with the capacity to make strategic decisions), and competent management (managing the action and involved participants). The latter is essential in a process of change, for example, when formulating the EVP, since the employees have experiences and tacit knowledge regarding work conditions, organizational culture, and the qualities that make them motivated for the job. If their work experiences are not consistent with the proposal, this may lead to dissatisfaction, turnover, and negative word of mouth (Wilden, Gudergan, & Lings, 2010) .
Gender and "Doing Gender"
Being gender equal is widely seen as positive and as an achievement that many organizations and businesses want to bring forward. Both enterprises and individuals often believe that they are complying with the expected level of gender equality (Lundkvist, 2011; Heiskanen, Otonkorpi-Lehtoranta, Leinonen, & Ylöstalo, 2015) . However, when considering labor as comprising both men and women, work life historically rests on a gender-blind perception of the actual work, which affects contemporary work situations (Holth, Jordansson, & Gonäs, 2012) . Moreover, work is generally organized around the image of a white man with the privilege (or expectation) to be dedicated to the work and to being a good "breadwinner" (Acker, 2006) . Women more often have to adjust to a labor market and a work life that has been shaped by these male prerequisites (Powell, 2009; Holth et al., 2012) .
As soon as a human being is born, the child is categorized as a boy or a girl and immediately evaluated within a normative "two-sex model" (Honkanen, 2008) . This categorization will directly and indirectly affect the person during his or her life. Depending on others' perception of the person's sex, expectations will be placed regarding skills, interests, and behaviors (cf. Gunnarsson, 1994; Bruckmüller, Ryan, Rink, & Haslam, 2014) . This division affects the individual's self-perception and view of his or her abilities, capacities, choice of education, and career path (Westberg 1998) . This has influenced both society and workplaces to be gendered, meaning that there are external and internal expectations upon each and every person based on his or her sex (Bloksgaard, 2011; SOU 2014:30) .
The term gender refers to this social construction of sex, and the "doing of gender" involves a complex guiding of perceptual, interactional, and micro-political activities that cast particular pursuits as expressions of masculine and feminine "nature" (West & Fenstermaker, 1995) . Doing gender can be seen as an ongoing activity, an interactive action performed by and between men and women, between men, and between women (Acker, 1999;  www.ccsenet.org/ijbm International Journal of Business and Management Vol. 10, No. 11; 2015 Gunnarsson Westberg, Andersson, & Balkmar, 2007b) . The production and reproduction of gender-stereotypical expectations contribute to the creation of the variant cultures that are prevalent in different professions and labor organizations (SOU, 2014, p. 30 ). This construction is, however, not only related to sex since age, race, class, ethnicity, sexuality, and religion (diversity) also create expectations. Acker (2006) concludes: "… theory and research on inequality, dominance, and oppression must pay attention to the intersections of, at least, race/ethnicity, gender, and class." (p. 442). As a result of doing gender at the workplace, many professional roles are gender-marked, as are many situated labor tasks, commonly those related to services and machines (Westberg-Wohlgemuth 1996; Abrahamsson, 2000; Bloksgaard, 2011; Holth et al., 2012) .
The labor market is highly sex-segregated both horizontally and vertically. Reasons for the existing labor segregation can be found in the early exclusion of women from the labor market and from different social restrictions that made it difficult for women to achieve equal possibilities and rights compared to men (SOU, 2004, p. 43; Wajcman, 2004; SOU, 2014, p. 30 ). Men's interpretative prerogative when defining qualifications is also used for keeping women from technical work (Gunnarsson, 1994; Abrahamsson & Gunnarsson, 2002; Powell, 2009 ). The phenomenon is described as men being "doorkeepers," that is, advocating biological and/or socialized differences as arguments for not accepting women as co-workers. Despite the fact that men are often doorkeepers to gender equality in different ways, men are also adversely affected by a gendered workplace (Mellström, 2006) . One common issue in the global gender equality discourse, which can also be identified in some articles about employer brand, is the conflict between production and reproduction, the balance between family life and work life (Mellström, 2006; Burnett, Gatrell, Cooper, & Sparrow, 2010) . However, the effect of implementing work-life balance policies is not gender neutral. Eikhof (2012) stressed that women who adopt such policies tend to be seen as less committed to their work than their colleagues, and Burnett et al. (2010) remarked that men who seek to work flexibly appear even more anxious than women that their choice to stray from the full-time norm makes them seem uncommitted to their paid work. Thus, within the contemporary gender system and the gender equality discourse, being stuck in organizations with traditional masculine norms can cause conflict between the private and production spheres (Mellström, 2006) .
Many studies describe both spontaneous and organized resistance in various forms: open protest, questioning, or concealed opposition from groups and individuals when gender issues are investigated and questioned at a workplace (for a discussion, see "Promoting Innovation", Andersson, Berglund, Gunnarsson, & Sundin, 2012;  e.g., Andersson & Amundsdotter, 2012; Charlesworth & Baird, 2007; Amundsdotter 2009; Lundkvist, 2011) . Both women and men often argue that gender equality is a "non-issue" since it is not articulated as being a problem, and there is a strong belief that gender equality has been achieved (Heiskanen et al., 2015) ; nor is the gender issue acknowledged as an innovative possibility or seen as an opportunity for a more thorough and creative strategy when examining an organization (Danilda & Granath Thorslund, 2011) . However, the level of resistance can be seen as a measure for revealing innovative potential when analyzing an organization. Andersson and Amundsdotter (2012) highlight the difficulty for an organization to have a truthful and realistic image of gender equality when it describes itself as gender equal. Examining an organization in more detail, a different picture would often emerge (ibid.). Therefore, in order to understand the reproduction of these patterns, it is vital to examine an organization and its internal processes (Acker, 1999; Amundsdotter, 2009; . If a workgroup has the opportunity to reflect together, the members can obtain a different perspective on their own practices (Andersson & Amundsdotter, 2012; Heiskanen, 2015) .
According to Martin (2006) , "One step toward improving work contexts is to make gender stereotypes and their associated practices more visible and to challenge their inaccuracy" (p. 270). Among many different procedures to understand how a workplace or organization is gendered is the one based on Acker's model, with four different "points of entry," in which the real structure of the organization is more likely to emerge. The first entry consists of things people do to keep the organization going, for example, setting salaries, evaluating performance, and enforcing rules about hours, breaks, and workplace behaviors. These are activities that often involve routine decisions made by employees as well as managers. The second entry is to observe images, symbols, and forms of consciousness that justify any gender division within the organization. The third entry encompasses the interaction between individuals and groups in the organization as well as with other stakeholders, customer, consultants, and so on. Finally, the fourth point of entry, suggested by Acker to understand gendered organizing processes, is through the internal mental work of individuals as they come to understand the gendered expectations and opportunities (Acker, 1999) .
In the anthology "Promoting Innovation" , many contributions describe the combination of gender research and action research and how this has increased situated awareness and established change. Empirical research has shown that a combination of feminist and action research will increase the possibility of www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 10, No. 11; 2015 more robust knowledge (Gunnarsson, 2007a) . Thus, adding a gender perspective when scrutinizing an organization with regards to sustainable value propositions can not only contribute to increased knowledge and awareness about the inherent gender system but also function as a lever when striving to position the organization as an "employer of choice."
If one is to find the essence of the above descriptions of the two fields-employer branding and gender equality -and name the common denominators, these could be said to be: relations, interaction, career opportunities, and work-life balance. We can also conclude that both employer branding and the process of becoming an unbiased, gender aware organization are complex long-term development programs. The following section will therefore discuss the logic of merging these two streams when an organization takes action to develop their EVP.
Merging Employer Branding and Gender Equality When Developing the EVP
Many parallels can be found with consumer brand when exploring the field of employer brand. In fact, Moroko and Uncle (2005) make an analogue between strategies used for consumer and employer brands (for a discussion, see Berthon et al., 2005; Moseley, 2007) . Transferring this association and then reflecting upon how companies constantly adjust and re-develop their products and try to attain new markets, it is logical to reflect on how much effort is invested in ongoing adjustments of the organizational proposals to employees and future employees, that is, measures to secure retention, attraction, loyalty, and motivation. Likewise, is it logical to discuss how the attractiveness will be effected if old traditions and stereotypical gender perceptions are maintained, neglected or are left without critical reflection and adjustments. Considering the "brand analogy," it is puzzling to see the general absence of articles covering the processes, including efforts to challenge the gender norms that are taken for granted when an EVP is developed.
Many of the qualities highlighted as being perceived to be attractive and useful for an EVP, such as an appealing culture, exciting challenges, freedom and autonomy, career opportunities, leadership, appreciated colleagues, and foremost, the possibility for work-life balance (cf. Sutherland et al., 2002; Lievens, 2007; Bellou, 2009; Åteg & Hedlund, 2011; Stahl et al., 2012; Kahn et al., 2015) , can be categorized as intangible or symbolic attributes. These attributes are often created by interactional activities between peer employees, between managers, and between employees and management or due to policies and management. Likewise, "doing gender" is an ongoing activity involving interaction between individuals (cf. West & Fenstermaker, 1995; Acker, 1999; Gunnarsson et al., 2007b) , an interaction that creates cultural and intangible features that can be difficult to identify and externalize for evaluation (e.g. Acker, 1999; Andersson & Amundsdotter, 2012) . Martin (2003) claims "that women and men routinely practice gender-as masculinities and femininities-in embodied interactions that are emergent and fluid, grounded in practical knowledge and skills, and informed by liminal awareness and reflexivity" (p. 359). The issue is raised further by Ackers (2006) observation, that all organizations "have inequality regimes, defined as loosely interrelated practices, processes, actions, and meanings that result in and maintain class, gender, and racial inequalities within particular organizations" (p. 443). Therefore, it is of great importance to elucidate and consider these qualities in the process of formulating a proposal that can withstand doubt and critical examination, consequently being authentic, unique, and attractive in the eyes of current and potential employees. Individuals experiencing unexpected and irrational behaviors in an organization that diverge from the communicated proposal or clash with personal values will more likely look for new job opportunities (Behrend et al., 2009; Edwards, 2010) . Lawler (2005, p. 11) states: "And when they do not get what they want, today's workers are quick to move on to more attractive employment situations." (However, this is a statement that can vary due to time and is dependent on the business cycle, labor market, and business sector). Hence, if policies and promises consist only of "lip service," and if a proposition does not meet the expected standards, the consequences can be counterproductive for the organization, making the long-term development process (investment) worthless. "For while practice without policy is hapless, policy without practice is worthless" (Bruckmüller et al., 2014, p. 228) .
Gender Aware Employer Branding
A crucial factor for any development process is having a truthful picture of the present situation before taking measures to create a new situation (Brulin & Svensson, 2012) to do the "homework" (Berthon et al., 2005; Parment & Dyhre, 2009) . The investigation will probably be more comprehensive if a gender perspective is integrated in the search for representative attributes for the target groups. Thus adding a competent gender perspective, such as methods based on the concept "doing gender," will vitalize and leverage the process of finding attributes for the EVP (Lundkvist, 2011) . This can be achieved by using any of the existing methods for increasing gender awareness and knowledge in the organization, for example, one based on Acker's "point of entry", questionnaires (Berthon et al., 2005; Bellou, 2009) or in workshops (Lundkvist, 2011) with the aim to www.ccsenet.org/ijbm
International Journal of Business and Management Vol. 10, No. 11; 2015 ensure progress from a quantitative point to a more qualitative one. Old traditions, power structures, and former perspectives defining competence and preconceptions will be challenged (Gunnarsson, 1994; Andersson & Amundsdotter, 2012) . Thus, the process will most likely become more holistic, inclusive, innovative, and attractive. Mental blinders will be loosened, and the likelihood of developing an authentic, unique, and attractive EVP will increase. To succeed is it important for the organization to have a clear and honest desire, based on active ownership and professional management (Brulin & Svensson, 2012) and the willingness to learn more about the gender system in order to counteract the effects of old gender-stereotypical patterns and beliefsintangible attributes that can be negatively perceived by some of the desired individuals within the target group. Below, gender equality is interlinked with what I have found to be the fundamental qualities in an EVP: authenticity, uniqueness, and attractiveness.
Gender Equality Contributes to a More Authentic EVP
The proposals offered to potential employees will be evaluated from at least two perspectives: trustworthiness and correspondence with the applicant's own values and expectations. There are a variety of channels, such as social media, the rumor mill, and personal networks, to scrutinize whether or not a proposition is authentic, and these channels can be used by prospective employees to obtain an authentic image of the employer before investing time, dreams, and ambition in a new workplace (Berthon et al., 2005 ). An organization that has an ongoing critical gender equality evaluation and takes measures to correct any discrimination so discovered would minimize the risk of disappointing its current and potential employees.
Increased Uniqueness with Gender Equality Processes
Acker (2006) points out that white men are still in a privileged position in many organizations; changing this situation to one with a larger diversity may contribute to a unique proposal. In the War for Talent, an organization becoming more gender aware than its competitors is, in most contexts, undertaking a unique action (Normann et al., 2013) . Gender awareness, if successfully managed, would be conducive to cultural change, a heightened level of innovation, and the injection of a diversity of experiences, competence, and knowledge about the surrounding world (e.g., Danilda & Granath Thorslund, 2011; Andersson & Amundsdotter, 2012; Matuska & Sałek-Imińska, 2014) . These are valuable assets for any business or organization exposed to competition.
A Gender Aware Workplace will Attract a Larger Target Group
Different scholars argue for different qualities that lead to a job being perceived as attractive, and the issue gets even more complicated due to different individual priorities and life situations when assessing employment proposals (Åteg, Hedlund, & Pontén, 2004) . The qualities perceived as attractive for a young and single person are perhaps not the same as those for a person in a family situation or for older persons. Disparity will also be found between countries (Alnıacik et al., 2014).
A non-reflecting management that disregards contemporary expectations from both women and men of more gender equality within the family, and which ignores measures for increased work-life balance, takes the risk of not being perceived as an "employer of choice" for well-educated and talented individuals, who are underrepresented in the organization (Mellström, 2006; Eikhof, 2012) . Contributing with a gender perspective in the employer branding process is a first step to becoming attractive to a more diversified and thereby larger target group.
Concluding Remarks
The origin of this article was my curiosity regarding the notion that became the point of departure for a collaborative gender project: employer brand. Based on marketing experiences from work life, a pragmatic approach, and theories reviewed within the two fields of employer branding and gender equality, I argue that it is logical and beneficial to synthesize the two fields. Both gender issues and employer branding should be viewed as co-operating processes since activities to develop either area will affect the other. Understanding gender and how gender is reproduced within an organization can be seen as an analytical tool decentering from the "normativity" in the organization (Danilda & Granath Thorslund, 2011; Andersson & Amundsdotter, 2012; Matuska & Sałek-Imińska, 2014) . Initiatives for increased gender equality can potentially challenge the dominant culture (Wahl, 2010) , a culture that may be perceived negatively by the target group. Thus, existing normativity can be perceived as a burden for some of the existing employees and a barrier for potential employees (Wajcman, 2004 , Normann et al., 2013 SOU, 2014, p. 30) . With a gender perspective, power structures will be disclosed and interventions for increased attractiveness can be undertaken efficiently, providing competitive advantages for the organization.
Furthermore, it is emphasized that the development of an EVP is crucial (cf. Ambler & Barrow, 1996; Backhaus www.ccsenet.org/ijbm International Journal of Business and Management Vol. 10, No. 11; 2015 & Tikoo, 2004 Parment &Dyhre, 2009 ) and it must be authentic, unique, and attractive. For this reason, is it beneficial to integrate a gender perspective to reveal discrimination or the exclusion of competence due to sexual categorization when developing the EVP. In addition, arguments are presented that employer branding must be seen as more than a recruitment strategy (Kunerth & Mosley, 2011) ; it is a long-term process of change, a strategy primarily targeting existing employees and, subsequently, the potential labor force and other stakeholders (Edwards & Kenal, 2011) . Moreover, it is an action process that needs constant fueling, knowledge, and alertness (Brulin & Svensson, 2012) , in conformity with the consumer marketing sphere, in order to sustain itself.
If an organization strives to achieve gender equality, the sophisticated exclusion of females must be revealed and deconstructed (Fisher & Kinsey, 2013) , and if the ambition is to achieve an attractive and unique proposal for the best talent, regardless of sex, it is important to challenge the norms and place gender issues on the agenda to unearth an attractive EVP.
Limitations and Further Research
This article has a number of conscious limitations since it only focuses on gender and "doing gender" and excludes wider perspectives such as diversity or "doing intersectionality" (Jordan-Zachery, 2007) . Nor does the article discuss reasons for the fast emergence of the employer brand concept and whether it is due to rational arguments or is simply a management trend distributed, copied, and adopted in organizations and underpinned by consultants, business media, and academia (Eriksson-Zetterquist, 2009 ). Furthermore, the required investments for a long-term development program are not stressed, nor are the supposed losses in financial and human resources that can be the result of an organization with a poor reputation, recruitment problems, and staff with a lack of loyalty, motivation, or commitment stemming from perceived subordination, restrained career opportunities, or work-life imbalances caused by heedless discrimination and an inherent gender system.
Moreover, the proposed fusion and intervention could be debated among enterprises since long-term participatory development programs often cause production losses and other extraordinary expenditures. Another risk when unveiling actual power and segregation structures is that new perspectives and insights can fuel discontent that leads to the resignation of key employees, who find alternative employers more attractive. Further, some organizations do not experience the need or have the ambition to become gender aware or attractive.
Consequently, there are many questions for an organization to reflect upon before making the decision to challenge the present condition and pursue a different reality. However, the most important factor is that the decision must come from within the organization, based on the perceived situation and future capacity.
In this article, the benefits of applying a gender perspective in a process of change for a stronger employer brand are discussed. Hopefully, this will inspire further academic research, practical interventions, and investigations analyzing the outcomes when the two fields, employer branding and gender equality, are synthesized. I conclude that these two fields are connected since an organization free from bias based on gender, ethnicity, or other subdivision has greater potential to be perceived as attractive.
